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THE INFLUENCE OF BRAND IMAGE, PRODUCT INVOLVEMENT, AND 
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Brand is also a description of the types of products or services offered by the 
company. Brand reputation is very important to the image of the product because the main 
attraction in the eyes of the consumer to use the product. Sometimes the power of the brand 
can be deteriorated due to the decline in customer satisfaction, the company should seek to 
raise the image of its products in order to achieve success. The involvement of the customer 
to a product is a form of motivation, liveliness, charm and owned by the customer response to 
a product, where the product is regarded as essential in meeting the needs of the customers 
needed a product knowledge base the success of a product, usually through the use of / 
involvement in a product purchase intention is the stage prior to the purchase decision in the 
purchase decision process.  
The purpose of this research was to determine the effect of brand image, product 
involvement, and knowledge of the intention to buy the product. making judgment sampling 
technique with a total of 100 respondents. This research is done by multiple linear analysis 
using SPSS 18. The results of this study are significantly positive brand image influences 
purchase intention, product involvement significantly positive purchase intentions and 
product knowledge significantly positive purchase intent and brand image, product 
involvement, and knowledge products simultaneously positive significant purchase intention 
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